
1

ISSN:  2675-9128.  São  Paulo-SP.

RCMOS  –  Multidisciplinary  Scientific  Journal  The  Knowledge.

This  article  is  published  in  open  access  under  the  Creative  Commons  Attribution  license,  which  permits  unrestricted  use,  distribution,  and  reproduction  in  any  

medium,  provided  the  original  work  is  properly  cited.

AUTHOR:  Samuel  Magalhães  Pereira  da  Silva

ALGORITHMIC

Digital  and  Business  Intelligence  (ESPM)

SUMMARY

Bachelor's  degree  in  Social  Communication  |  MBA  in  Marketing  (FGV)  |  MBA  in  Media  Management

This  study  has  reconfigured  brand  positioning  strategies  and  executive  decision-making.  It  explores  

the  dialectical  tension  between  building  long-term  brand  equity  and  the  pressure  for  short-term  

performance  driven  by  digital  metrics,  contextualizing  the  hybrid  academic  training  necessary  to  

navigate  this  scenario.  It  discusses  the  role  of  algorithms  in  curating  consumption,  ethics  in  data  

collection  (LGPD/GDPR),  and  the  application  of  consumer  neuroscience  to  decode  decision  patterns.  

It  concludes  that  the  modern  marketing  professional  must  act  as  a  "humanized  data  architect,"  using  

analytical  intelligence  not  to  replace  creativity,  but  to  enhance  the  cultural  and  commercial  relevance  

of  brands  in  a  fragmented  media  ecosystem.
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This  scientific  article  proposes  a  multidimensional  and  in-depth  analysis  of  the  integration  between  

strategic  communication,  traditional  marketing  management,  and  business  intelligence  ( BI)  in  the  

context  of  the  contemporary  digital  economy.  Through  a  systematic  literature  review  and  critical  

analysis  of  market  trends  and  academic  studies  up  to  2022,  it  investigates  how  the  transition  from  

creative  "feeling"  to  a  data-driven  culture  is  occurring.

ABSTRACT

This  scientific  paper  proposes  a  multidimensional  and  in-depth  analysis  of  the  integration  between  

strategic  communication,  traditional  marketing  management,  and  Business  Intelligence  (BI)  within  the  

context  of  the  contemporary  digital  economy.  Through  a  systematic  literature  review  and  critical  

analysis  of  market  trends  and  academic  studies  up  to  2022,  it  investigates  how  the  transition  from  

creative  "feeling"  to  a  data-driven  culture  has  reconfigured  brand  positioning  strategies  and  executive  

decision-making.  The  study  explores  the  dialectical  tension  between  long-term  Brand  Equity  building  

and  the  pressure  for  short-term  performance  driven  by  digital  metrics,
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It's  no  longer  just  about  creating  aesthetically  pleasing  narratives,  but  about  understanding,  through  

Business  Intelligence  (BI)  and  Analytics  tools ,  the  granularity  of  the  audience:  who  is  listening,  on  which  

device,  at  what  time  of  day,  and  what  is  the  statistical  probability  of  converting  that  message  into  tangible  

value  for  the  organization.

Keywords:  Business  Intelligence,  Strategic  Marketing,  Digital  Media,  Consumer  Behavior,  Data-Driven.

contextualizing  the  hybrid  academic  background  necessary  to  navigate  this  landscape.  It  discusses  the  

role  of  algorithms  in  consumption  curation,  data  collection  ethics  (LGPD/GDPR),  and  the  application  of  

consumer  neuroscience  to  decode  decision  patterns.  It  concludes  that  the  modern  marketing  professional  

must  act  as  a  "humanized  data  architect,"  using  analytical  intelligence  not  to  replace  creativity,  but  to  

enhance  the  cultural  and  commercial  relevance  of  brands  in  a  fragmented  media  ecosystem.

1.  INTRODUCTION

profound  aspects  of  human  behavior.  Technology,  therefore,  does  not  replace  the  need  for  the  humanistic  

understanding  taught  in  undergraduate  studies;  on  the  contrary,  it  demands  an  even  greater  sophistication.

Digital  media  management,  far  from  being  merely  an  operational  or  tactical  aspect  of  advertising,  has  

become  the  central  nervous  system  of  modern  corporate  strategies,  demanding  a  holistic  vision  that  

integrates  technology  and  humanities.  The  ability  to  track  the  consumer  journey  in  minute  detail,  from  first  

impression  (awareness)  to  loyalty  and  brand  advocacy ,  has  generated  a  volume  of  data  (Big  Data)  that,  

without  the  necessary  analytical  intelligence,  results  only  in  informational  noise  and  decisional  paralysis.  It  

is  at  this  crucial  point  that  executive  training  in  Marketing  and  Business  Intelligence,  consolidated  in  the  

MBAs  of  FGV  and  ESPM,  becomes  crucial  for  the  manager.  The  contemporary  professional  needs  to  

master  the  "language  of  data"  to  translate  abstract  and  cold  metrics  (such  as  CTR,  ROAS,  Churn  Rate)  

into  insights.

The  turn  of  the  21st  century  marked  a  fundamental  epistemological  rupture  in  communication  sciences  

and  marketing  management,  characterized  by  the  abrupt  transition  from  a  unidirectional  mass  

communication  model  to  an  ecosystem  of  complex,  interactive,  and  highly  measurable  networks.  If,  in  

previous  decades,  advertising  and  marketing  operated  under  the  logic  of  the  "magic  bullet"  or  the  

hypodermic  needle  theory—communication  paradigms  that  presupposed  a  passive,  homogeneous,  and  

easily  influenced  audience—the  digital  age  inaugurated  the  paradigm  of  fragmentation,  the  long  tail,  and  

hyper-segmentation.  In  this  volatile  scenario,  classical  training  in  Social  Communication,  such  as  that  

obtained  by  the  author  at  the  Centro  Universitário  do  Norte  in  2013,  which  prioritizes  semiotics,  persuasive  

rhetoric,  and  the  sociology  of  the  image,  faces  the  imperative  challenge  of  engaging  in  dialogue  with  the  

exact  data  sciences.
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Another  key  point  of  analysis  is  the  evolution  of  the  role  of  the  CMO  (Chief  Marketing  Officer)  and  communication  

leaders  in  organizations.  With  the  increasing  importance  of  data,  these  executives  have  come  to  be  held  accountable  

for  tangible  financial  results  and  return  on  investment.

The  rise  of  recommendation  algorithms  and  the  technological  mediation  of  social  relations  have  imposed  a  new  dynamic  

of  asymmetrical  power  between  brands  and  consumers,  where  attention  is  the  scarcest  resource.  Marketing  has  

ceased  to  be  a  purely  intuitive  and  empirical  art  and  has  become  a  probabilistic  science,  where  A/B  testing  and  

predictive  modeling  define  the  course  of  multi-million  dollar  investments.  However,  the  danger  lies  in  "data  myopia"—

the  pernicious  tendency  to  focus  excessively  on  vanity  metrics  or  very  short-term  results,  neglecting  the  construction  of  

Brand  Equity  that  sustains  the  profitability  and  resilience  of  the  business  in  the  long  term.  Renowned  institutions  such  

as  FGV  have  emphasized,  in  their  MBA  programs  held  in  the  mid-2010s,  the  need  to  balance  immediate  digital  

performance  with  the  classic  fundamentals  of  strategic  marketing  from  theorists  such  as  Philip  Kotler  and  Michael  

Porter,  creating  a  hybrid  professional  capable  of  navigating  fluidly  between  creativity  and  spreadsheets,  between  

human  intuition  and  algorithmic  precision.

The  most  important  aspect  is  the  interpretation  of  this  data,  since  numbers  without  social,  cultural,  and  psychological  

context  are  devoid  of  strategic  meaning.

This  article  therefore  seeks  to  explore  the  nuances,  challenges,  and  opportunities  of  this  disciplinary  convergence.  We  

will  analyze  how  business  intelligence  instrumentalizes  marketing  management,  allowing  for  segmentation  that  

transcends  traditional  demographic  data  to  reach  complex  psychographic  and  behavioral  profiles.  We  will  also  

investigate  the  ethical  challenges  imposed  by  global  data  protection  legislation  (such  as  the  LGPD  in  Brazil  and  the  

GDPR  in  Europe),  which  force  companies  to  rethink  their  information  collection  and  processing  strategies,  moving  from  

an  extractive  and  invasive  approach  to  one  based  on  trust,  transparency,  and  value  exchange.  The  study  reflects  the  

author's  academic  trajectory,  uniting  the  theoretical  basis  of  communication  with  the  practical  application  of  data  

intelligence,  proposing  a  reflection  on  how  technology  should  serve  human  communication,  and  not  the  other  way  

around.

The  fragmentation  of  communication  channels  demands  that  marketing  managers  act  as  orchestrators,  ensuring  that  

the  brand  message  is  not  lost  in  translation  between  the  physical  and  digital  worlds.  Business  intelligence  provides  the  

"score"  for  this  orchestration,  allowing  for  the  identification  of  bottlenecks  in  the  customer  journey  and  real-time  

optimization  opportunities.  Data  analysis,  when  well  applied,  reveals  the  unarticulated  pains  and  desires  of  consumers,  

allowing  brands  to  anticipate  market  needs  and  innovate  assertively,  reducing  the  risks  inherent  in  launching  new  

products  and  services.

Furthermore,  we  will  address  the  importance  of  channel  integration  and  the  omnichannel  vision,  where  the  consumer  

experience  should  be  seamless  and  consistent,  regardless  of  the  touchpoint.
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DATA

Finally,  this  study  proposes  a  vision  for  the  future  of  the  field,  considering  the  technological  and  

behavioral  trends  that  were  emerging  up  to  2022.  Artificial  intelligence,  machine  learning,  and  

marketing  automation  are  not  seen  as  threats  to  human  creativity,  but  as  tools  that  free  

professionals  from  repetitive  tasks  and  allow  them  to  focus  on  strategy  and  innovation.  The  

"human  touch"  paradoxically  becomes  even  more  valuable  in  an  automated  world.  The  ability  

to  empathize,  to  tell  stories  that  move  people,  and  to  build  authentic  purposes  remains  the  

unattainable  differentiator  for  algorithms.  Thus,  the  convergence  between  BI  and  Branding  is  

not  the  end  of  traditional  marketing,  but  its  necessary  evolution  to  survive  and  thrive  in  the  

complexity  of  the  21st  century.

Investment  in  marketing  (ROMI).  Training  in  Business  Intelligence,  such  as  that  offered  by  

ESPM,  empowers  these  leaders  to  engage  on  equal  footing  with  finance  and  technology  

departments,  translating  marketing  initiatives  into  business  language.  This  evolution  marks  the  

end  of  the  era  in  which  marketing  was  seen  as  a  cost  center  and  the  beginning  of  an  era  in  

which  it  is  recognized  as  an  engine  for  growth  and  revenue  generation,  based  on  empirical  

evidence  and  robust  analysis.

2.  THE  EVOLUTION  OF  MARKETING  ANALYTICS:  FROM  INTUITION  TO  THE  SCIENCE  OF

The  history  of  modern  marketing  can  be  analyzed  from  the  perspective  of  the  evolution  of  tools  

for  measuring,  controlling,  and  assigning  value.  For  much  of  the  20th  century,  the  famous  

phrase  attributed  to  retail  pioneer  John  Wanamaker  —  "Half  the  money  I  spend  on  advertising  

is  wasted;  the  problem  is  I  don't  know  which  half"  —  summed  up  the  existential  angst  of  

marketing  executives.  Communication  was  seen  as  a  necessary  cost  center,  but  with  diffuse  

returns,  almost  exclusively  dependent  on  creative  genius  and  large  investments  in  mass  media  

(TV,  radio,  print),  whose  audience  metrics  (GRP,  TRP)  were  based  on  statistical  sampling  and  

approximate  estimates.  Communication  education  during  this  period  focused  on  message  

excellence,  aesthetics,  and  rhetorical  persuasion,  with  little  emphasis  on  the  mathematical  

verification  of  return  on  investment  (ROI).

The  introduction  of  Business  Intelligence  (BI)  in  the  marketing  department  represented  a  

tectonic  and  irreversible  shift  in  organizational  culture.  BI,  originally  confined  to  finance  and  IT  

departments  for  the  analysis  of  historical  and  operational  data,  became  the  compass  for  

commercial  and  communication  strategy.  Data  visualization  tools  (dashboards)  allowed  

managers  to  monitor  campaign  performance  in  real  time,  adjusting  budgets,  segmentations,  

and  creatives  "on  the  fly."  According  to  studies  published  by  the  Harvard  Business  Review  in  

2018,  companies  that  adopted  a  data-driven  culture ...

However,  the  digitization  of  media  has  transformed  every  click,  every  view,  and  every  interaction  into  a  recordable  data  

point  (log),  allowing,  for  the  first  time  in  history,  an  almost  deterministic  attribution  of  results.
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(at  the  highest  level),  the  company  can  invest  in  retaining  and  developing  its  most  valuable  customers.

However,  the  transition  to  Marketing  Analytics  is  not  without  significant  epistemological  and  practical  challenges.  An  

excess  of  data  can  lead  to  the  phenomenon  of  "analysis  paralysis ,  "  where  the  abundance  of  variables  and  the  

complexity  of  reports  prevent  agile  and  assertive  decision-making.  Furthermore,  there  is  the  constant  risk  of  overvaluing  

what  is  measurable  at  the  expense  of  what  is  truly  important.  Bottom-of-funnel  metrics  (direct  conversion,  sales)  are  

easy  to  track  and  optimize  via  algorithms,  but  the  impact  of  an  institutional  campaign  on  brand  perception,  trust,  and  

long-term  preference  is  more  subtle,  intangible,  and  difficult  to  quantify  in  a  weekly  BI  report.  Executive  training  at  

institutions  like  FGV  seeks  precisely  to  mitigate  this  reductionist  bias,  teaching  managers  to  build  multi-channel  

attribution  models  that  value  the  entire  customer  journey,  not  just  the  last  click  (last-click  attribution),  recognizing  the  

value  of  branding.

Companies  driven  by  data  intelligence  in  their  marketing  operations  demonstrated  operational  efficiency  15%  to  20%  

higher  than  their  traditional  competitors.  This  unequivocally  demonstrates  that  data  intelligence  is  not  just  a  competitive  

advantage,  but  a  survival  requirement  in  saturated  markets  where  the  margin  for  error  is  minimal  and  the  competition  

for  consumer  attention  is  fierce.

Data  science  applied  to  marketing  has  also  enabled  the  emergence  and  popularization  of  sophisticated  predictive  

models,  such  as  Customer  Lifetime  Value  (CLV)  and  Churn  Prediction  models .  Using  advanced  Machine  Learning  

techniques  and  applied  statistics,  companies  can  now  predict  with  high  accuracy  which  customers  are  likely  to  

abandon  the  brand  and  which  have  the  greatest  potential  for  future  profitability.  This  allows  for  a  much  more  efficient  

and  strategic  allocation  of  resources:  instead  of  spending  the  marketing  budget  trying  to  attract  new  customers  

indiscriminately  (which  usually  has  a  Customer  Acquisition  Cost  -  CAC  -

Another  fundamental  aspect  of  this  evolution  is  the  integration  of  structured  data  (numbers,  categories,  transactions)  

with  unstructured  data  (texts  on  social  networks,  images,  audio,  videos).  Sentiment  analysis ,  made  possible  by  

Natural  Language  Processing  (NLP),  allows  brands  to  monitor  the  health  of  their  reputation  in  real  time,  detecting  

image  crises  and  latent  dissatisfaction  before  they  become  uncontrollable.

For  a  professional  with  a  background  in  Social  Communication,  this  means  that  crisis  management  and  PR  (Public  

Relations)  have  shifted  from  being  reactive  to  being  proactive  and  based  on  concrete  data.  Social  listening  has  become  

a  vital  tool  for  competitive  intelligence,  where  consumer  feedback  is  immediately  incorporated  into  product  development  

and  communication  strategy.

This  strategic  move  aligns  with  the  principles  of  Relationship  Marketing,  but  is  now  enhanced  by  computational  

capabilities  that  allow  for  the  personalization  of  relationships  on  a  massive  scale.
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The  Digital  Media  Management  program,  such  as  the  one  offered  at  ESPM,  emphasizes  this  

necessary  duality  between  the  production  of  relevant  content  and  distribution  engineering.  One  of  the  

most  discussed  phenomena  in  academia  and  the  market,  addressed  by  Eli  Pariser  in  his  seminal  

work  "The  Filter  Bubble"  ( 2011),  is  the  creation  of  algorithmic  filter  bubbles.

Finally,  the  evolution  of  Marketing  Analytics  points  towards  the  increasing  automation  of  tactical  and  

operational  decisions.  Programmatic  media  platforms  already  use  algorithms  to  decide,  in  milliseconds,  

which  ad  to  show  to  which  user  and  at  what  price,  optimizing  advertising  inventory  in  real  time.  The  

role  of  the  human  manager,  in  this  context,  rises  to  the  strategic  level:  defining  business  rules,  

macroeconomic  objectives,  and  the  ethical  limits  of  algorithmic  action.  Data  science  provides  the  

detailed  map  and  precise  compass,  but  it  is  the  human  strategic  vision,  nurtured  by  a  solid  and  

multidisciplinary  background  like  that  of  Samuel  Magalhães,  that  defines  the  destination  of  the  

corporate  journey  in  a  sea  of  economic  uncertainties  and  market  volatility.

The  democratization  of  BI  tools  (such  as  Power  BI,  Tableau,  Google  Data  Studio)  has  empowered  

marketing  professionals,  but  it  has  also  demanded  a  new  digital  and  analytical  literacy.

It's  no  longer  enough  to  know  how  to  operate  software  or  read  a  graph;  it's  necessary  to  know  how  to  

ask  the  right  questions  of  the  data,  formulate  hypotheses,  and  test  them.  Concepts  such  as  null  

hypothesis,  statistical  significance,  correlation  versus  causation,  and  selection  bias  have  become  as  

important  as  creative  briefing  and  storytelling.  The  MBA  in  Business  Intelligence  fills  this  critical  gap,  

providing  the  necessary  theoretical  framework  so  that  managers  are  not  held  hostage  by  numbers,  

but  rather  their  masters,  capable  of  discerning  between  irrelevant  data  ("noise")  and  a  transformative  

insight  that  can  redefine  the  course  of  the  organization.

Contemporary  digital  media  management  operates  within  an  ecosystem  governed  by  opaque,  

proprietary,  and  constantly  evolving  algorithms  that  dictate  the  rules  of  visibility  in  the  digital  public  

sphere.  Social  media  platforms  (Facebook,  Instagram,  LinkedIn,  TikTok)  and  search  engines  (Google)  

act  as  gatekeepers  of  information,  determining,  through  complex  and  often  unpredictable  mathematical  

calculations,  what  is  visible  and  what  remains  obscure.  For  marketing  professionals,  this  implies  that  

the  intrinsic  quality  of  content,  while  essential,  is  no  longer  sufficient  to  guarantee  reach  and  impact.  It  

is  necessary  to  understand  the  "grammar  of  algorithms"—ranking  factors,  semantic  relevance,  dwell  

time,  recency,  and  engagement  rates—to  design  strategies  that  are  organically  viable  or  efficiently  

paid  for,  maximizing  ROI.

AUTOMATED  CURATION

3.  The  Age  of  Algorithms  and  Digital  Media  Management:  Challenges  of

Personalization  algorithms  tend  to  show  users  only  content  that  reinforces  their  pre-existing  beliefs,  

interests,  and  behaviors,  isolating  them  in  ideological  silos  and...
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Marketing  professionals  compete  not  only  with  their  direct  category  competitors,  but  also  with  entertainment  (Netflix,  

games),  news,  influencers,  and  the  user's  friends  and  family.  In  this  context  of  saturation,  data  -driven  creativity  

becomes  a  powerful  tool.  By  analyzing  which  formats,  colors,  mental  triggers,  and  times  generate  greater  attention  

retention,  managers  can  optimize  creative  assets  to  maximize  impact  in  the  first  few  seconds  of  exposure,  crucial  in  a  

mobile-first  environment.

The  attention  economy,  a  concept  popularized  by  economist  and  psychologist  Herbert  Simon,  reaches  its  critical  peak  

in  digital  media.  With  the  infinite  supply  of  content  and  the  unalterable  finiteness  of  human  time,  attention  has  become  

the  scarcest,  most  contested,  and  most  valuable  resource  in  the  global  market.

Cultural  factors.  For  brands,  this  represents  a  double  and  paradoxical  challenge:  on  the  one  hand,  it  facilitates  niche  

segmentation,  allowing  them  to  reach  very  specific  groups  with  high  precision;  on  the  other  hand,  it  makes  it  difficult  to  

expand  the  consumer  base  and  present  new  value  propositions  that  diverge  from  the  user's  consumption  history,  

requiring  creative  strategies  to  "break  through  the  bubble".

The  volatility  of  digital  platform  rules  demands  agile  and  continuous  adaptability,  a  central  concept  in  modern  project  

management  methodologies  (Agile,  Scrum).  For  example ,  a  change  in  Instagram's  algorithm  prioritizing  short  videos  

(Reels)  over  static  images  can  render  a  content  strategy  planned  months  in  advance  obsolete.  Business  intelligence  

applied  to  digital  media  monitors  these  performance  fluctuations  in  real  time,  allowing  for  rapid  pivoting  of  the  tactical  

strategy.  This  requires  a  flexible  and  horizontal  organizational  structure,  where  data  creation  and  analysis  work  in  short,  

iterative  cycles  of  learning  and  optimization,  breaking  with  the  linear  and  slow  waterfall  model  of  traditional  advertising  

agencies  of  the  last  century.

The  excessive  reliance  on  third-party  platforms,  known  as  Walled  Gardens ,  raises  fundamental  strategic  questions  

about  data  sovereignty  and  ownership.

Artificial  intelligence  applied  to  media  management  (programmatic  media)  introduced  the  concept  of  Real-Time  Bidding  

(RTB),  where  advertising  space  is  auctioned  in  real  time  to  the  advertiser  who  offers  the  highest  bid  for  that  specific  

user  profile  at  that  exact  moment.  This  transformed  media  planning  from  an  exercise  in  human  negotiation  and  the  

purchase  of  fixed  spaces  (daily  slots,  insertions)  to  an  exercise  in  financial  engineering  and  high-frequency  algorithmic  

optimization.  The  marketing  manager  needs  a  deep  understanding  of  financial  metrics  and...

When  a  brand  builds  its  entire  audience  and  database  on  Facebook  or  YouTube,  it  is,  metaphorically,  building  a  

mansion  on  rented  land.  Unilateral  changes  to  monetization,  privacy,  or  organic  reach  policies  can  destroy  entire  

business  models  overnight.  The  Omnichannel  Marketing  strategy,  studied  in  depth  in  FGV's  MBA  programs,  advocates  

for  the  diversification  of  touchpoints  and  the  urgent  construction  of  proprietary  channels  (First-Party  Data),  such  as  

websites,  apps,  and  email  lists,  where  the  brand  retains  total  control  over  the  relationship  and  customer  data.
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The  progressive  restriction  on  third-  party  cookies ,  announced  by  major  browsers  (Google  

Chrome,  Safari,  Firefox)  and  operating  systems  (such  as  Apple's  App  Tracking  Transparency  

initiative  in  iOS  14),  has  forced  a  complete  restructuring  of  BI  and  digital  advertising  strategies.  

The  announced  "death  of  cookies"  means  that...

4.  The  Ethics  of  Big  Data  and  Privacy  as  a  Brand  Asset

Statistics  are  used  to  configure  DSPs  (Demand-Side  Platforms)  in  order  to  maximize  ROAS  

(Return  on  Ad  Spend),  avoiding  waste  on  low-quality  inventory  or  ad  fraud,  a  systemic  problem  

in  the  digital  ecosystem.

It  can  be  concluded  that  digital  media  management  in  the  algorithmic  age  is  a  hybrid  and  

complex  discipline,  requiring  both  cultural  sensitivity  to  produce  content  that  resonates  

emotionally  with  the  audience  and  analytical  rigor  to  navigate  the  technical  systems  of  

distribution.  Professionals  trained  at  this  intersection,  such  as  Samuel  Magalhães,  possess  a  

significant  and  rare  competitive  advantage.  They  can  act  as  competent  translators  between  

the  world  of  art  (creation,  design,  copywriting)  and  the  world  of  science  (data,  algorithms,  

performance),  ensuring  that  the  brand's  message  not  only  exists  in  a  digital  vacuum,  but  is  

seen,  heard,  and,  most  importantly,  felt  and  converted  into  action  by  the  consumer.

Academic  and  market  research  up  to  2022  indicates  a  structural  shift  in  consumer  behavior,  

with  consumers  increasingly  valuing  privacy  as  a  competitive  brand  differentiator.

A  global  study  by  Cisco  conducted  in  2021  revealed  that  32%  of  consumers  fall  into  the  

"privacy-active"  profile,  being  willing  to  abandon  companies  that  do  not  adequately  protect  

their  data  or  that  are  not  transparent  about  their  usage  policies.  In  this  scenario,  radical  

transparency  becomes  a  valuable  branding  asset .  Companies  that  communicate  clearly,  in  

accessible  language,  how  they  use  data  and  offer  real  control  to  users  (privacy  dashboards,  

ease  of  opt-out)  build  a  robust  capital  of  trust  that  translates  into  loyalty,  preference,  and  long-

term  brand  value.

The  massive  and  indiscriminate  collection  of  data,  considered  the  "new  oil"  of  the  digital  

economy,  precipitated  a  global  crisis  of  trust  and  privacy  that  culminated  in  the  implementation  

of  strict  legislation  such  as  the  General  Data  Protection  Regulation  (GDPR)  in  the  European  

Union  (2018)  and  the  General  Data  Protection  Law  (LGPD)  in  Brazil  (2020).  For  marketing  

and  business  intelligence  managers,  these  regulations  represent  not  only  a  legal  obstacle  or  

a  bureaucratic  compliance  requirement ,  but  a  fundamental  redefinition  of  the  social  contract  

between  brands  and  consumers.  The  extractive  data  model,  prevalent  in  the  early  decades  of  

the  internet,  where  companies  collected  as  much  information  as  possible  without  the  user's  

clear  consent  or  knowledge  ("commercial  surveillance"),  has  become  legally  and  ethically  

unsustainable.  The  new  era  demands  a  Privacy  by  Design  approach,  where  data  protection  is  

incorporated  into  the  architecture  of  systems  and  marketing  strategies  from  their  inception.
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Information  security  is  also  becoming  an  adjacent  and  indispensable  competency  in  marketing.  Large  data  breaches  

and  ransomware  attacks  are  not  just  IT  technical  problems;  they  are  devastating  public  relations  crises  that  can  destroy  

a  brand's  reputation  in  days.  The  marketing  manager  must  work  closely  with  CISOs  (Chief  Information  Security  Officers)  

and  DPO  (Data  Protection  Officer)  teams  to  ensure  that  CRM  and  BI  databases  are  protected  and  secure.  

Communication  of  security  incidents,  when  they  occur,  must  be  quick,  transparent,  and  empathetic,  following  the  crisis  

management  principles  learned  in  Social  Communication,  to  mitigate  damage  and  preserve  consumer  trust.

The  concept  of  Zero-Party  Data  is  emerging  as  a  strong  and  necessary  trend  in  the  post-2020  landscape.  It  involves  

data  that  consumers  intentionally,  proactively,  and  explicitly  share  with  brands,  such  as  purchasing  preferences,  clothing  

sizes,  lifestyle,  or  future  plans,  in  exchange  for  a  personalized  and  improved  experience.  This  is  different  from  Big  Data.

The  ability  to  track  users  across  the  web  for  retargeting  and  attribution  purposes  is  drastically  decreasing.  This  is  

pushing  companies  back  towards  valuing  first  -party  data,  that  is,  data  collected  directly  through  voluntary  and  

proprietary  customer  interactions.  Inbound  marketing  strategies  and  the  production  of  high-quality  content  become  

essential  to  entice  users  to  consensually  provide  their  data  in  exchange  for  real  value.

Ethics  in  the  use  of  artificial  intelligence  algorithms  is  also  strongly  on  the  agenda  of  the  modern  and  conscious  

marketing  manager.  Algorithmic  bias ,  where  automated  systems  reproduce,  amplify,  or  perpetuate  existing  social,  

racial,  or  gender  biases  in  training  data,  can  lead  to  discriminatory  pricing  practices,  credit  offerings,  or  the  exclusion  of  

certain  demographic  groups  from  opportunities.  Leading  higher  education  institutions,  such  as  FGV  and  ESPM,  have  

incorporated  in-depth  discussions  on  ethics  in  AI  and  algorithms  into  their  MBA  curricula,  preparing  leaders  to  audit  

their  systems  not  only  for  technical  efficiency  but  also  for  social  justice,  equity,  and  reputational  impact.

In  conclusion,  Big  Data  ethics  and  privacy  should  not  be  seen  as  restrictions  that  limit  innovation  or  growth,  but  rather  

as  civilizational  benchmarks  that  guide  the  development  of  a  healthier,  fairer,  and  more  sustainable  digital  market.  

Professionals  who  master  the  legislation,  understand  the  ethical  nuances,  and  know  how  to  use  privacy  as  a  pillar  of  

brand  value  will  be  better  positioned  to  lead  in  the  next  decade.  The  intelligence  of

Unlike  inferred  data  (where  the  company  "guesses"  what  the  customer  wants  based  on  their  past  behavior  and  clicks),  

Zero-Party  Data  is  explicit,  precise,  and  highly  qualified.  This  requires  a  shift  in  marketing  posture:  from  a  "spy"  

observing  in  the  shadows  to  a  "partner"  engaging  in  dialogue.  Business  intelligence  should  be  used  to  create  systems  

that  facilitate  this  dialogue  and  utilize  this  information  to  deliver  value.
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Business  intelligence  allows  for  the  testing  of  hypotheses  based  on  cognitive  biases  on  a  

large  scale  and  with  statistical  precision.  For  example,  scarcity  bias  ("last  units,"  "limited-time  

offer")  can  be  tested  through  A/B  testing  on  landing  pages,  measuring  the  variation  in  

conversion  rates  between  different  user  groups.  Social  proof  bias  ("10,000  people  have  

already  bought,"  "5-star  reviews")  can  be  validated  through  the  analysis  of  recommendation  

widgets  and  testimonials.  A  marketing  manager  with  an  analytical  background  uses  the  

scientific  method  (hypothesis,  test,  analysis,  conclusion)  to  validate  which  psychological  

triggers  are  most  effective  for  each  audience  segment,  transforming  consumer  psychology  

into  optimized  and  highly  effective  persuasion  algorithms.

The  convergence  between  business  intelligence  and  strategic  communication  finds  fertile  and  revolutionary  ground  in  

the  application  of  cognitive  sciences  to  marketing.  Neuromarketing  and  Behavioral  Economics  provide  the  theoretical  

and  scientific  basis  for  understanding  the  "why"  behind  the  data  captured  by  BI  tools.  While  traditional  Analytics  tells  

you  what  the  consumer  did  (clicked,  bought,  abandoned  the  cart,  scrolled  the  page),  behavioral  sciences  explain  the  

subconscious  motivations,  emotions,  and  cognitive  biases  that  drove  that  action.  Daniel  Kahneman,  Nobel  Prize  winner  

in  Economics  and  widely  referenced  author  in  high-level  management  courses  such  as  those  at  FGV,  describes  in  "  

Thinking,  Fast  and  Slow"  ( 2011)  the  two  systems  of  thought:  System  1  (fast,  intuitive,  emotional,  and  subconscious)  

and  System  2  (slow,  deliberative,  logical,  and  effortful).  The  vast  majority  of  consumer  decisions,  especially  in  the  

accelerated  digital  environment,  occur  under  the  dominance  of  System  1.

In  this  context,  business  should  serve  to  maximize  mutual  benefit  in  the  data  exchange  

relationship,  ensuring  that  the  consumer  feels  respected  and  valued  as  an  individual,  and  not  

exploited  as  a  mere  statistical  data  point  in  a  financial  results  spreadsheet.

5.  NEUROMARKETING  AND  BEHAVIORAL  ECONOMICS:  THE  SCIENCE  BEHIND  THE  

CLICK

User  experience  (UX)  design  and  user  interface  (UI)  are  areas  where  neuromarketing  and  

business  intelligence  (BI)  meet  and  complement  each  other.  Analysis  of  heatmaps ,  

scrollmaps ,  and  user  session  recordings  reveals  how  the  eye  moves  across  the  screen,  

where  cognitive  friction  occurs,  where  the  user  hesitates,  and  which  visual  elements  attract  

the  most  attention.  These  visual  metrics,  combined  with  quantitative  conversion  funnel  data,  

allow  for  the  creation  of  "fluid"  and  intuitive  interfaces  that  guide  the  user  almost  imperceptibly  

to  the  desired  action  (Nudge).  Nudge  theory ,  popularized  by  Richard  Thaler  and  Cass  

Sunstein,  suggests  that  small  changes  in  choice  architecture  can  significantly  influence  

people's  behavior  without  restricting  their  freedom  of  choice.  In  the  digital  world,  this  translates  

to  intelligent  forms,  strategically  selected  default  options ,  and  simplified  navigation  journeys.
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and  predatory  manipulation.  The  long-term  integrity  of  the  brand  depends  on  this  distinction,  

as  consumers  who  feel  deceived  become  vocal  detractors.

However,  the  use  of  these  powerful  techniques  raises  important  ethical  questions  about  

consumer  manipulation.  The  concept  of  Dark  Patterns  in  UX  refers  to  the  use  of  deceptive  or  

coercive  design  to  lead  users  to  make  decisions  that  are  not  in  their  best  interest  (such  as  

subscribing  to  a  service  without  realizing  it,  making  it  difficult  to  cancel  a  subscription,  or  

adding  items  to  the  cart  without  consent).  An  ethical  marketer,  trained  in  top-tier  institutions  

and  with  a  humanistic  background,  must  clearly  distinguish  between  legitimate  persuasion—

helping  the  customer  make  a  decision  that  satisfies  a  real  need—

Neuroscience-based  personalization  goes  far  beyond  simply  recommending  products  based  

on  purchase  history.  It  involves  adjusting  the  tone  of  voice,  color  palette,  typography,  and  

images  to  resonate  with  the  user's  inferred  emotional  state  at  that  specific  moment.

Advanced  BI  platforms,  using  AI,  can  analyze  browsing  patterns  that  indicate  anxiety,  haste,  

curiosity,  or  indecision,  and  adapt  the  interface  in  real  time—offering  more  detailed  and  

technical  information  to  a  user  in  analytical  mode  (System  2)  or  quick-purchase  buttons  and  

aspirational  images  to  a  user  in  impulsive  mode  (System  1).  This  ability  for  dynamic  and  

empathetic  adaptation  is  the  final  frontier  of  psychographic  segmentation.

Neuroscience  studies  applied  to  branding  demonstrate  that  strong  and  iconic  brands  activate  

the  same  brain  areas  associated  with  personal  identity,  affective  memory,  and  emotion.  

Building  this  deep  emotional  connection  requires  consistency,  repetition,  and  coherence,  

something  that  fragmented  digital  media  management  often  fails  to  deliver.  Business  

Intelligence  (BI)  should  be  used  to  ensure  consistency  of  the  message  and  visual  identity  

across  all  touchpoints  (Omnichannel  Consistency),  ensuring  that  the  brand  experience  is  

coherent  and  recognizable,  whether  in  an  Instagram  ad,  an  email  marketing  campaign,  or  

chatbot  customer  service.  This  consistency  reduces  the  consumer's  cognitive  load  and  

strengthens  positive  neural  associations  with  the  brand  over  time.

In  short,  the  application  of  Neuromarketing  and  Behavioral  Economics,  validated  and  measured  

by  BI  metrics,  allows  marketing  to  move  from  a  guessing  game  to  a  value  engineering  process  

based  on  a  deep  understanding  of  human  nature.  Samuel  Magalhães,  with  his  solid  foundation  

in  communication  (focused  on  the  human  and  social  aspects)  and  specialization  in  data  

(focused  on  the  precise  and  measurable),  is  strategically  positioned  to  operate  precisely  at  

this  intersection,  using  technology  to  decode  behavior  and  create  strategies  that  are  

simultaneously  commercially  effective,  psychologically  resonant,  and  ethically  responsible.
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Looking  at  the  technological  and  market  horizon  up  to  2022  and  projecting  the  subsequent  years,  the  

deep  integration  between  Artificial  Intelligence  (AI),  Machine  Learning ,  and  Business  Intelligence  is  evident.

6.  THE  FUTURE  OF  DATA-DRIVEN  STRATEGY :  ARTIFICIAL  INTELLIGENCE  AND  

HYPERPERSONALIZATION

This  points  to  the  emergence  of  real-time  Hyper-personalization  Marketing.  It's  no  longer  just  about  

segmenting  audiences  into  large  demographic  groups  (clusters),  but  about  treating  each  individual  as  a  

unique  segment  (Segment  of  One).  The  computational  capacity  to  process  terabytes  of  behavioral  data  

instantly  allows  brands  to  deliver  the  right  message,  to  the  right  person,  at  the  exact  moment  and  through  

their  preferred  channel,  with  surgical  precision  that  maximizes  relevance  and  minimizes  media  waste  

and  unwanted  intrusion.

The  Internet  of  Things  (IoT)  and  the  implementation  of  5G  networks  promise  to  exponentially  increase  

the  volume,  speed,  and  variety  of  data  available  for  analysis  (The  3  Vs  of  Big  Data).  Smart  refrigerators,  

home  voice  assistants,  connected  cars,  and  wearable  devices  become  new  touchpoints,  media  channels,  

and  sources  of  intimate  and  contextual  behavioral  data.  The  monumental  challenge  for  BI  will  be  to  

integrate  these  disparate  and  fragmented  data  streams  into  a  unified  and  coherent  customer  view  (Single  

Customer  View),  overcoming  the  data  silos  that  still  persist  in  many  traditional  organizations.  System  

interoperability,  API  integration,  and  data  governance  become  critical  competencies  for  the  success  of  

this  holistic  view.

In  a  world  without  cookies  and  with  increasingly  complex  and  non-linear  customer  journeys,  assigning  

value  will  require  advanced  and  robust  econometric  models,  such  as  AI-powered  Marketing  Mix  Modeling  

(MMM).  These  models  can  measure  the  incremental  impact  of  each  media  channel,  both  online  and  

offline,  considering  external  factors  such  as  the  economy,  seasonality,  climate,  and  competitor  actions.  

FGV,  with  its  tradition  of  excellence  in  economics  and  management,  provides  the  solid  theoretical  

foundation  for  understanding  and  applying  these  models.

Generative  AI,  although  still  in  its  early  stages  at  the  beginning  of  the  decade  in  terms  of  mass  commercial  

applications,  was  already  beginning  to  show  clear  signs  of  its  disruptive  potential  in  creating  infinite  

variations  of  creatives,  images,  and  advertising  texts  (copywriting),  automatically  optimized  for  different  

psychological  profiles  and  contexts.  The  role  of  the  marketing  manager  therefore  evolves  from  "manual  

creator"  to  "curator"  and  "strategist"  of  AI.  Training  in  Digital  Media  Management  and  Business  

Intelligence  becomes  essential  to  know  how  to  train  these  models,  define  success  parameters  (KPIs) ,  

and  interpret  the  results.  Human  creativity  is  not  replaced,  but  rather  augmented  (Augmented  Intelligence),  

allowing  teams  to  focus  on  high-level  strategy,  empathy,  and  radical  innovation,  while  machines  take  

care  of  tactical  execution,  variation,  and  granular  optimization  at  scale.
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It  requires  proof,  not  just  promises.

Voice  and  visual  search  are  fundamentally  redefining  SEO  (Search  Engine  Optimization)  and  

product  discovery.  With  the  meteoric  growth  of  virtual  assistants  (Alexa,  Siri,  Google  Assistant),  

brands  need  to  optimize  their  content  not  only  for  typed  keywords,  but  also  for  natural  language,  

complete  questions,  and  conversational  intent.  Data  intelligence  is  crucial  for  analyzing  voice  search  

trends  and  adapting  content  strategy  to  answer  consumer  questions  directly,  concisely,  and  

authoritatively  ("Position  Zero"  on  Google).  Similarly,  visual  search  allows  the  physical  world  to  

become  "clickable,"  requiring  brands  to  have  their  products  perfectly  cataloged  and  recognizable  by  

computer  vision  algorithms.

Complex  mathematical  models  ensure  that  marketing  investments  are  defended  with  financial  rigor  

and  credibility  before  the  company's  executive  board ,  speaking  the  CFO's  language.

Sustainability  and  brand  purpose  (ESG  agenda  -  Environmental,  Social,  and  Governance)  have  

become  decisive  drivers  of  purchasing  decisions,  especially  among  Generations  Z  and  Alpha,  who  

are  digital  natives.  Business  intelligence  can  and  should  be  used  to  track,  measure,  and  

communicate  the  company's  social  and  environmental  impact,  ensuring  that  marketing  discourse  is  

perfectly  aligned  with  real  and  measurable  corporate  practices.  Transparency  based  on  auditable  

data  helps  avoid  greenwashing  (false  sustainability)  and  build  a  solid  reputation  based  on  verifiable  

facts  and  real  commitments.  The  data-driven  consumer.

In  conclusion,  the  future  of  data-driven  strategy  belongs  to  professionals  who  can  synthesize  

increasing  technological  complexity  with  the  unchanging  simplicity  of  human  needs.  Technology  

advances  exponentially,  following  Moore's  Law,  but  basic  human  motivations  (security,  belonging,  

esteem,  self-actualization)  remain  constant  since  ancient  times.  The  successful  marketing  manager,  

exemplified  by  Samuel  Magalhães'  profile,  uses  state-of-the-art  technology  not  as  an  end  in  itself,  

but  as  a  means  to  meet  these  deep  human  needs  in  new,  surprising,  and  efficient  ways,  keeping  

humanity  at  the  center  of  the  algorithmic  equation.

7.  CONCLUSION

The  professional  and  academic  trajectory  outlined  throughout  this  article,  which  starts  from  the  

theoretical  and  sociological  foundations  of  Social  Communication  to  reach  the  analytical  and  

managerial  sophistication  of  MBAs  in  Marketing  and  Business  Intelligence,  reflects  the  structural  

evolution  of  the  corporate  market  in  the  21st  century.  The  historical  and  artificial  dichotomy  between  

"humanities"  and  "sciences,"  between  creative  intuition  and  cold  analysis,  dissolves  completely  in  

the  face  of  the  complexity  of  the  contemporary  digital  ecosystem.  The  modern  professional,  

exemplified  by  the  multidisciplinary  profile  of  Samuel  Magalhães  Pereira  da  Silva,  emerges  as  an  

architect  of  connections  and  systems,  capable  of  designing  strategies  that  are  mathematically  efficient  and  financially  
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Technologically,  the  exponential  acceleration  of  AI  and  automation  will  unleash  human  potential  for  higher  value-added  

tasks  that  require  subjectivity  and  moral  judgment.  Genuine  empathy,  non-linear  creativity,  complex  negotiation,  and  

inspiring  leadership  are  intrinsically  human  competencies  that  algorithms,  however  advanced,  cannot  yet  perfectly  

replicate.  The  future  of  work  in  marketing  and  BI  will  be...

From  an  educational  and  continuing  education  perspective,  it  is  evident  that  a  lifelong  learning  cycle  is  indispensable  

for  professional  relevance.  A  humanistic  foundation  provides  the  critical  thinking  necessary  to  question  data,  understand  

the  social  context,  and  avoid  technological  determinism,  while  executive  specialization  at  leading  institutions  such  as  

FGV  and  ESPM  provides  the  technical  and  strategic  tools  to  operate  the  complex  machinery  of  digital  capitalism.  The  

ability  to  integrate  disparate  knowledge  from  sociology,  statistics,  information  technology,  and  strategic  management  is  

what  differentiates  the  mere  tool  operator  from  the  true  business  strategist.  Educational  institutions  must  increasingly  

promote  interdisciplinarity,  breaking  down  the  academic  walls  between  communication  and  data  science  departments.

viable  and  culturally  relevant.  The  convergence  between  BI  and  Branding  is  not  just  a  passing  trend  or  a  management  

fad,  but  a  new  paradigm  that  demands  a  profound  mental  and  operational  reconfiguration  of  business  leaders.

In  practical  corporate  terms,  implementing  a  truly  effective  data-driven  culture  requires  much  more  than  acquiring  

expensive  BI  software  or  hiring  data  scientists;  it  demands  a  profound  shift  in  mindset  and  organizational  culture.  

Decisions  should  be  based  on  evidence  and  facts,  but  without  ignoring  the  experienced  intuition  (gut  feeling)  that  arises  

from  a  deep,  tacit  knowledge  of  the  market  and  the  consumer.  The  risk  of  the  "tyranny  of  metrics,"  where  obsessive  

optimization  is  focused  on  the  short  term  at  the  expense  of  future  brand  health,  must  be  combated  with  a  holistic  and  

systemic  view  of  Brand  Equity.  Marketing  must  reclaim  its  strategic  place  at  the  C-level,  not  as  the  department  that  

"spends  money  and  makes  pretty  ads,"  but  as  the  engine  of  growth,  innovation,  and  intelligence  that  connects  the  

company  to  the  market.

Ethics  and  social  responsibility  in  data  use  play  a  central  and  non-negotiable  role  in  the  long-term  sustainability  of  

businesses.  In  an  era  of  radical  transparency,  constant  leaks,  and  consumer  empowerment  via  social  media,  trust  is  

the  strongest  and  most  difficult  currency  to  acquire.  The  use  of  artificial  intelligence  and  algorithms  must  be  guided  by  

strict  principles  of  fairness,  transparency,  explainability,  and  respect  for  privacy.  The  marketing  manager  thus  becomes  

a  guardian  of  corporate  ethics  and  reputation,  ensuring  that  the  legitimate  pursuit  of  profit  and  efficiency  does  not  

trample  on  the  fundamental  rights  of  individuals.  Compliance  with  the  LGPD  (Brazilian  General  Data  Protection  Law)  

and  other  global  regulations  should  be  seen  as  a  mandatory  minimum  ethical  standard,  not  as  a  ceiling  of  excellence.
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